Introduction
The purpose of this chapter is to highlight the cultural differences between emerging and developed markets overseas and the extent to which such cultural differences can impact on market selection for siting an investment, negotiating it, locating investment partners, managing an investment and g withdrawal from an investment activity. This will be achieved by exploring aspects of culture in terms of its impact on investment in emerging markets (Section 2). This is illustrated by an analysis of the impact of culture on communication in such markets as far as investment activities are concerned (Section 3); the analysis is then compared with a research study on the topic undertaken in Thailand (Section 4). The chapter concludes by reviewing the impact of culture on investment in emerging markets in relation to each phase of the investment process (Section 5).
Background: cultural differences between developed and emerging markets
A working definition of 'culture' is that it is the way of life in a specific society (Fletcher and Brown, 2002, p. 2) . There are a number of key cultural differences between developed and emerging markets that affect investment undertakings. These will be reviewed as appropriate in terms of both 'marketplace' and 'marketspace' (the term given to business undertaken via the Internet). They include time, space, familiarity and friendship, consumption patterns, business customs and adoption of innovation. They all have an impact on both negotiating investment approvals and operating in emerging markets.
T Time
Although formally most cultures adopt a common model of time (the clock), assumptions about time are deep-seated and vary considerably between
and emerging markets, with the result that more time is needed y to transact business in emerging than in markets such as Australia. In many emerging markets, the time taken to reach a decision is directly proportional to the importance attached to it. In these circumstances, to hurry the decision sends a message that you do not consider the outcome important. Cultures differ in temporal orientation, with some focusing on the past when evaluating current events (Southern Europe), some focusing only on the present as the past is gone and the future is too far away to contemplate (Middle East) and others, such as Australia, being willing to plan forward and establish realistic lead times. Finally, there is the difference between cultures where time is monochronic (time is linear, having a beginning and an end and only one thing is done at a time), and time is polychronic (time is g cyclic and people do a number of things at the same time, such as seeing several visitors in their office together). In terms of marketspace, because the Internet saves time, it is more likely to be used in cultures where 'time is money' and these are less likely to be found among emerging markets.
Space
From a cultural perspective, this is both physical and abstract. In the physical domain, space can denote status, as indicated by the size of one's office in Australia, for example. In many emerging markets, however, this is not the f case and it is not uncommon for senior executives to work in the middle of a large room surrounded by others for whom they are responsible. Personal proximity is another manifestation of culturally influenced physical space and in emerging markets in middle eastern countries acceptable distances g are much closer than in Australia. Space is also abstract and refers to being an 'insider' or 'outsider' as far as a group of persons is concerned and the ease or difficulty of gaining 'insider' status. This is likely to much more diff ficult to achieve in emerging markets where the rights and obligations of group members are more stringent.
Consumption patterns
These are reflected in attitudes towards material possessions and dress. In some cultures, these are displayed in an ostentatious manner and in others these symbols are understated. Issues that in Australia are deemed to be private, such as 'how much do you earn?', are not viewed the same way in some emerging markets. Underlying differences in consumption patterns are differences in the hierarchy of needs. Figure 12 .1 shows that that this hierarchy differs between the West and Asia, especially at the upper need level. This hierarchy of needs will need to be taken into account in assessing the market appeal of the output of any investment activity.
